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Food tourism, one of the fastest growing trends within the tourism sector, has finally 
reached foothold in Helsinki. Finland will have its first national food strategy by the 
end of 2014. To initiate the awareness of Finnish food, Helsinki received its first print-
ed tourist information material - a food brochure - as a result of this thesis project in 
October 2014. Food tourism is a supporting resource for the tourism destination, 
which highly affects the economic viability of a region and the competitiveness of it as 
it’s a year-round attraction. Unique and memorable experiences provided by culinary 
assets motivate people to choose to travel to one destination over another. Since eating 
is a social activity, also the planning of such printed tourist information material should 
be a social process. In Helsinki food is considered a part of the Hel Yeah umbrella 
marketing theme, which focuses on promoting urban culture.  
This thesis project aimed to put in motion Finland’s capital city Helsinki’s food brand 
building because the city has a versatile food culture but still no known food identity. 
The theoretical framework of this thesis embraced three main topics: food tourism, 
branding in the context of place branding and marketing, and consumer behavior. The 
empirical study in this thesis project used a constructive research approach. However, 
as methodologies can complete each other the main methodologies used in this thesis 
project are service design (co-creation) with a complementary qualitative research.  
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1 Introduction 
This thesis project is carried out with the aim of putting in motion Helsinki’s food 
brand because the city has a versatile food culture but still no known food identity. The 
thesis project aims to start the process of brand building in the form of one piece of 
new tourist information material. This thesis is commissioned by Helsinki Marketing 
Ltd. 
 
Several researches have been revealing that food tourism is among the fastest growing 
trends within the tourism sector (World Food Travel Summit 2013), and a source of 
potential growth for Finland as a food travel destination. (Haaga-Helia 2013) 
 
Furthermore, Visit Finland and Finland’s Ministry of Employment and the 
Economy has recently ordered a national food strategy from Haaga-Helia University of 
Applied Sciences. It will be ready still during this year. The new national food strategy 
will probably follow the successful pattern of Visit Finland’s Outdoors Finland and 
Culture Finland projects. Their pattern utilizes a national network of partners and 
creates regional supervisors that follow-up strategy implementation. 
 
Visit Finland works to increase awareness of Finland as a tourist destination, especially 
among a group called modern humanists. All the marketing activities of Visit Finland 
are targeted towards this group of people. The modern humanists have already seen 
the world’s metropolises. The group appreciates quality of life, pure nature and respon-
sibility. That is exactly what Finland offers according to Visit Finland. Visit Finland’s 
research on modern humanists revealed that the main food tourism markets for 
Finland at the moment are UK, Germany, Italy, France, Spain and the Netherlands as 
38% of the modern humanists coming from these countries think Finland’s food 
culture is interesteing. Among the spontaneous expectations, the modern humanists 
want to try local food and visit Finland’s capital city Helsinki. When being asked to 
pick one photo out of eight that represent Finland’s summer, the second most popular 
photo among the modern humanists was food related. (Visit Finland 2012) 
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The major part, 54% of Helsinki’s overnights, consists of foreign traveler overnights. 
The highest number of travelers come from Russia, Germany, Sweden, UK, USA and 
Japan. More than half, 53%, are in Helsinki on a leisure trip. (Visit Helsinki 2012) 
 
1.1 Research objectives and research questions 
The objective of this research is to contribute in the communicating of Helsinki’s food 
identity and position as a food travel destination, according to the needs and wants of 
its end users, travelers that is. It is the aim of this study to collaborate with the com-
missionaire company Helsinki Marketing Ltd. in designing one piece of clear and com-
prehensive tourist information material and initiate Helsinki’s food brand building. 
This research aims to provide a lot of information for Helsinki Marketing Ltd., local 
food actors and travelers alike. Ultimately the thesis project hopes to generate a good 
relationship between Helsinki’s food brand and travelers. The end result of a successful 
relationship between a brand and its customers is brand loyalty. 
 
This thesis project and its research aims to answer one fundamental question for the 
commissioner: 
 
How to initiate the process of communicating Helsinki’s food brand by creat-
ing one piece of printed food tourist information material?  
 
The theoretical framework of this thesis function as the leading tool in answering this 
question. However, the thesis project also aims to answer the following supporting 
research questions: 
 
What kind of printed food tourist information material does Helsinki need in 
order to be considered a food travel destination? 
 
What is Helsinki’s food identity and how to communicate it? 
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1.2 The commissioning company 
Helsinki Marketing Ltd is in charge of the operative city marketing operations, inclu-
ding tourism, congress, event and business marketing and the application procedures 
of major events and congresses, as well as tourist information services and some of the 
city’s event productions. The fully city-owned company works closely together with the 
Helsinki City Executive Office’s Economic Development division. The Economic De-
velopment division’s City Marketing Department, which aims to promote the attracti-
on and reputation of Helsinki, is in charge of Helsinki’s Marketing Ltd’s operational 
strategy. 
 
Helsinki Marketing Ltd is a registered trademark since mid-January 2014. This as a re-
sult to the fact that Helsinki Travel Marketing Ltd extended its business operations and 
changed its name to Helsinki Marketing Ltd at that point. Helsinki Travel Marketing 
Ltd had been operating alongside Helsinki Tourist & Convention Bureau since 1963. 
Helsinki Marketing Ltd employs 40 people. It’s main office resides in the Kamppi dis-
trict of Helsinki. In addition to the financial administration unit Home Base, the com-
pany has three units: Together, Inspiration and Welcome.  
 
The assignments of the Together unit include the management of customerships, mar-
keting operations and partnerships in Finland and abroad, as well as applications for 
congresses and major events. The Inspiration unit is in charge of marketing campaign 
planning and implementation, the Visithelsinki.fi website and other digital solutions of 
the company, marketing publications, event productions and PR operations. The Wel-
come unit manages tourist information services and their sales operations. 
 
Last year, over 806 000 travelers visited the tourist information centres managed by the 
company on Pohjoisesplanadi 19, the Central Railway Station, Hernesaari Island and 
the Helsinki airport, which was 90 000 more than the previous year. The official 
Helsinki tourism website, Visithelsinki.fi, had approximately 1.5 million individual 
visitors, which was about 400 000 more than the previous year. Helsinki Marketing 
Ltd.’s social media networks (Visit Helsinki Blog, Facebook, Twitter and Instagram) 
reach 80 000 – 230 000 people on a weekly basis. (Visit Helsinki 2014) 
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One of Helsinki Marketing Ltd.’s marketing names is Visit Helsinki. Helsinki 
Marketing Ltd.’s main marketing theme Hel Yeah has three sub-themes that stand for 
Helsinki’s urban culture: design, food and nature (maritime location). However, until 
now the organization has not had any printed tourist information material focused on 
Helsinki’s food scene. It was suggested in Helsinki’s Culinary Culture Strategy already 
in year 2011 that a free and printable online food district map for restaurants, shops 
and actors should be created by the City of Helsinki. The former Helsinki Tourist & 
Convention Bureau was mentioned as the executing organization. Due to an organiza-
tional change in 2013–2014, most of the employees of Helsinki Tourist & Convention 
Bureau were transferred to Helsinki Marketing Ltd. Helsinki Tourist & Convention 
Bureau ceased to exist due to the organizational change.  
 
It is important to mention that it has been a strategic decision of Helsinki Marketing 
Ltd. to create one piece of printed tourist information material as a response to 
Helsinki’s Culinary Culture Strategy. The material will be available exclusively in 
printed form. At first, the material will only be created in English language. This due to 
financial constraints.  
 
I, the writer of this thesis, work for Helsinki Marketing Ltd. as its Social Media 
Coordinator, in the company’s Inspiration unit. I’m also Helsinki Marketing Ltd’s 
Food Theme Coordinator since March 2014. 
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2 Theoretical part 
This chapter explicates the main concepts of food tourism, branding in the context of 
place branding and marketing, and consumer behavior. Reviewing relevant literature 
on these topics provides the framework for the entire research of this thesis. 
Additionally this chapter strives to answer to the first research question: How to initi-
ate the process of communicating Helsinki’s food brand by creating one piece of print-
ed food tourist information material?  
 
2.1 Food tourism 
According to World Food Travel Association the food tourism industry started in 1999 
when academician Lucy Long used the term “food tourism” for the first time. Others 
say it happened when the International Culinary Tourism Association was founded in 
2003. However, the features of food tourism have been around for millennia, if one 
considers the for instance the spice routes of Central Asia or traders of the Seven Seas. 
(World Food Travel Association 2014) 
 
The growth of food tourism’s popularity is one of the most visible trends within tour-
ism. This because visitors feel that it’s easy to get to know the local culture through 
food. (Havas 2014) Unique and memorable experiences provided by culinary assets 
motivate people to choose to travel to one destination over another. (World Food 
Travel Association 2014) 
 
Generally one can say that food tourism signifies traveling for the purpose of enriching 
one’s gustatory and cognitive culinary experiences. Food tourism is mainly considered 
as traveling to a geographical place for the purpose of tasting food in its place of 
origin. It is also closely linked to the social experiences; meeting the locals, both pro-
ducers and sellers. (Croce & Perri, 2002, 60-75) The World Food Travel Association 
(2013) has defined food tourism as travelling to seek enjoyment via eating and drinking 
experiences in a destination. It sees food tourism as something that affects the whole 
industry: restaurants, street food vendors, local markets and eateries.  
 
  
6 
Hall & Sharples’ (2003, 20) definition is one of the most common definitions of the 
term: “food tourism include visits to primary or secondary food producers, restaurants, food events, 
festivals, food fairs, local farmers’ markets, cooking classes, chef demonstrations or any activities in 
which food involves. More importantly, those are the primary factors contributing to travelling 
decision.” 
 
Hjalager & Richards (2011, 3-11) go as far as to say that food tourism has to do with 
place identity. Culinary heritage can be seen as a marketing lead for the travel indus-
try. Key words are local, typical, regional and national foods.  
 
It has been said that food tourism was acknowledged in 2001, when Erik Wolf, Presi-
dent of the World Food Travel Association, introduced the concept for the first time. 
He then showed for the first time that the interest in food and wine tourism was gro-
wing and how requests for culinary tours could drive local businesses and restaurateurs 
to meet the growing demand. Boniface (2003, 45) points out a number of main con-
tributors to food tourism that in her opinion was created based on historical causes 
and factors, which involved the following: urbanisation, agriculture industry change, 
globalisation and localisation, consumer knowledge, consumer curiosity and individual 
identity enhancement. 
 
Previously the World Food Travel Association used the term culinary tourism to desc-
ribe the phenomena. In 2012 the association stopped using the term because research 
showed that it gave a misleading impression. While “culinary” technically can be used 
for anything relating to food and drink, the perception among the majority of English-
speakers who were interviewed was that the word “culinary” is elitist. Nothing could 
be further from the truth about what the food industry is. Food tourism as a term is 
more inclusive and involves the food carts and street vendors as much as the locals-
only pubs, gastropubs, cafés, market halls, outdoors markets, wineries, cookbook sto-
res and restaurants. (World Food Travel Association 2014) 
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In 2014, the World Food Travel Association showcased a versatile list of trade partici-
pants in the food tourism industry. These stakeholders are classified into 19 sub-
sectors.  
 
Table 1. Trade participants in the food tourism industry. (World Food Travel Association 
2014) 
Food & Beverage Travel & Hospitality Related groups Consumers 
Restaurants, bars, 
food & drink servi-
ce 
Destination marketing 
organizations 
Trade groups & 
associations 
Consumers 
Food producers & 
manufacturers 
Culinary tour opera-
tors, packages, guides, 
travel agents 
Students & re-
searchers 
 
Drink producers & 
manufacturers 
Culinary lodging Media  
Food & drink dis-
tributors 
Culinary attractions Professional ser-
vices (branding, 
advertising, ac-
counting) 
 
Cooking schools & 
classes 
Meeting & conventi-
ons 
Technology plat-
forms (software, 
online services) 
 
Culinary events  Government  
Culinary retail & 
grocery 
   
Farms & Farmers’ 
Markets 
   
 
According to Mak et al (2012, 179) when there is increased globalization, there will 
always be an increased need of localization as a counterpart as well. Although the 
common perception of globalisation is that it is a threat to local gastronomy, Mak et al 
says that it is actually contrasted by its other facet, as a driving force that opens up new 
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opportunities for reinvention of local gastronomic products and identities. A destinati-
on must try to answer both of these demands in order to find balance in its food supp-
ly. 
 
 
Figure 1. The impact of globalization and localization on the food supply of a destination 
(Mak et al 2012, 179, in Havas 2014) 
 
Mak et al (2012, 180) sees food tourism as a supporting resource for the tourism des-
tination, which highly affects the economic viability of the region and the competitive-
ness of it. The local food culture has been characterized as a mix of sensory attributes; 
food content, cooking methods, environmental issues (marketing, prices, service). The 
two phenomena, localization and globalization, however are argued by Richards (2003) 
who thinks they’re not counterparts but are companions in creating new foods and 
eating experiences. According to Richards, food products can be globalized yet the 
eating experience is local. 
 
Kivela & Crotts (2006, 356) point out an interesting fact: food tourism can function as 
a marketing option for destinations who lack beaches, the vicinity to the sea or sun. 
Food tourism thrives in all seasons as it’s a year-round attraction. 
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In food tourism, there is much talk about the different types of travelers there are. The 
World Tourism Organisation (2012) describes food travelers as “tourists and visitors who 
plan their trips partially or totally in order to taste the cuisine of the place or carry out activities related 
to gastronomy.”  
 
According to Hall & Sharples (2003, 30), only a minority of the food travelers are 
interested in gourmet. The World Food Travel Association (2014) agrees on this and 
say that it’s only 8% of food travelers who are interested in gourmet offerings. This, 
despite the fact that in the beginning gourmet was thought to be the only kind of local 
cuisine that was of interest to travelers. Now it has been indentified that the majority 
of food travelers are in fact interested in rural and urban food culture because it brings 
variety to the trip. However there is a large amount of food travelers that would like to 
participate in a food event, visit a wineyard or local brewery or eat at local restaurants 
during their travels. Some even want all their leisure activities to be involved with food. 
The overwhelming majority prefer good food and drink without fuss.  
 
According to Yeoman (2008, 50), there are six types of food travelers: 
1. Gastro tourists: food experts and critics, seek high quality 
2. The foodies: food enthusiasts, food magazine readers, seek locally produced 
and seasonal food 
3. The interest purchaser: think food is an indispensable element of traveling, seek 
local food without pre-planning 
4. Un-reached: agree that food can have a positive impact on a holiday, seek local 
food unintentionally 
5. Un-engaged: do not consider food as a contributor of holiday enjoyment, is 
ready to taste local food but doesn’t seek it 
6. Laggards: prefer their own food, does not want to try exotic foods 
 
The World Food Travel Association (2014) has narrowed down the key demographics 
of the food travelers and mean that studies have showed that the major part of food 
travelers are between 30 and 60 years old. This because being a food tourist requires 
independence, money, time and a strong desire to travel. Travelers spend a large 
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portion, about 25%, of their travel budget on food. Eating is an activity that stimulates 
all the senses of the food travelers (taste and smell the most). Therefore these senses 
becomes associated with a destination.  
 
Yeoman (2008, 40) has conducted a research on the matter and found that there are 11 
future key drivers for food tourism. They are as follows:  
1. Disposable income and spending patterns  
2. Demographics and household change  
3. Individualism 
4. The multi-cultured consumer  
5. The role of the celebrity chef and media  
6. Well-being and food  
7. Time pressures  
8. Internet usage  
9. The desire for new experiences and cultural capital  
10. The science of food  
11. The consumer is a hypochondriac  
 
2.2 Branding & marketing framework 
According to Olins in Millman (2011, 20) branding is a profound manifestation of the 
human condition. It’s all about belonging somewhere: to a tribe, religion, family. 
Branding in modern and contemporary form began in the late 19th century, but that is 
a distortion of what branding really is. Genuine branding is differentiation. When 
branding moves into services, it becomes even more complicated. You need to think 
back to what branding originally meant. Duckworth in Millman (2011) sees branding as 
an experience, whereas advertising is a temptation.  
 
The World Tourism Organization UNWTO’s publication “Global Report on Food 
Tourism” assigned a survey that was conducted among the UNWTO members in or-
der to know what they think of the current state of food tourism. According to the 
members that work in diverse sectors around the world and their survey answers, 
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88.2% of respondents consider that food is a strategic element in the brand and image 
of their destination. (UNWTO 2012) 
 
Many researchers have tried to define brands. Moilanen and Rainisto (2010, 7), who 
have been involved in constructing a national brand for the Finland Promotion Board, 
provide one definition. According to Baker (2007, 23) and Moilanen and Rainisto 
(2010, 6-7): “A brand is an impression in a client’s mind of a product or a service. It is a sum of 
all tangible and intangible features, which makes the selection authentic. A brand is created and for-
med in the customer’s mind. Brands exist when enough people belonging to the target group think the 
same way.”   
 
On the other hand Anholt (2005, 5) thinks that it is often argued that the owner of a 
label is not the true owner of the brand. The brand does not reside in the company 
offices and headquarter, but in the mind of the customer. Duncan in Millman (2011) 
calls this the moment of truth - the moment when a consumer decides wherther 
he/she invites that brand in and lets it be a part of his/her life. Nowadays brands 
reflect on people’s values as individuals. Collins in Millman (2011) on the other hands 
says that brands are also about connection. It’s evidence of commonality. Brands can 
make a person feel better about themselves as they see themselves connected to other 
people. Tunstall in Millman (2011) points out that brands are the humanbeing’s way of 
interpreting symbolism and making abstractations concrete.  
 
A strong brand has three pillars: a functional, a sensorial experimental and an 
emotional one. (Millman 2011, 50) Strong brands provide added value to both the 
tourism organization and travelers as end-users, which makes branding as a concept a 
dominant strategy among organisations and businesses (Cai 2002, 723). In the place 
branding context added value is created with the help of all stakeholders, i.e. residents, 
businesses, and visitors, contributing to the cycle of success and generating intangible 
value attached to the place in question.  
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Figure 2. Brand as a bridge between producers and consumers. (Franzen & Moriarty 2009, 7-
8) 
 
 
It’s important to realize the difference between brand identity and brand image. 
Brand identity deals with how the DMO (destination marketing organization) brands 
the destination, whereas brand image refers to how the destination brand is being 
experienced in reality. (Moilanen & Rainisto 2010, 7)   
 
In this point Franzen & Moriarty (2009, 8) disagree with Keller et al. (2008, 130), 
which consider positioning as components of the brand and can be managed and defi-
ned by the DMO. Keller et al. also mentiones brand elements as key features of a 
brand. They are trademarkable devices that serve to identify and differentiate a brand. 
The brand elements can be names, websites, logos, symbols, characters, spokespeople, 
slogans, jingles, packages and signage. Brand elements contribute to brand equity 
through their ability to create awareness and foster associations. Keller et al. names six 
criteria for choosing brand elements: memorability, meaningfulness, likeability, transfe-
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rability, adaptability and protectability (Keller et al 2009, 130). 
 
Branding stands for creating or developing customers’ impressions about a specific 
product, service or place. In a place branding context there are three essential concepts 
that are related to brands: identity, image and communication. (Moilanen & Rainisto 
2010, 7) 
 
  
Figure 3. Brand elements. (Keller et al. 2009) 
 
As Moilanen & Rainisto (2010, 8) explain, in communication there are four levels. 
Planned messages include advertising, brochures and other planned messages by the 
local DMO. Environment messages are received by the local community. Service 
messages are created during the interaction between local service providers and tour 
operators and customers. Unplanned messages emerge when travelers share personal 
experiences with friends (word-of-mouth) or there appears a blog post concerning the 
destination in question.  
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Figure 4. Brand identity, image and communication in the context of place branding. 
(Kannala, 2012, 8) 
 
DMO’s have the first two communication sources mainly under control, however 
marketing messages can also fail due to the enormous amount of information that can 
create distraction to the traveler. The level of control already decreases in service 
messages. These messages are created in settings where DMO’s are not present and the 
transmission of brand messages depends on the abilities and commitment of the local 
service provider. In unplanned messages DMO’s have hardly any role as the 
communication is beyond their reach. However, nowadays DMO’s work hard in order 
to be in contact with media so that also e.g. bloggers would be a part of DMO’s work.  
 
Rainisto (2006, 7) has identified 13 success factors of place branding, which are di-
vided in three dimensions. The first dimension is related to the fundamental structures 
in place marketing procedures (planning group, vision and strategic analysis, place 
identity and place image, public-private partnership, and leadership). The second di-
mension consists of factors that help to face challenges in the competitive environment 
of place marketing (political unity, global marketplace, local development and process 
coincidences). Finally, the third dimension identifies success factors (strategic exploita-
tion, organising capacity, existence of substance, and measurement and follow-up). 
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Figure 5. Recommended actions for brand components. (Applied by Kannala 2012, 9 from 
García et al. 2011, 13) 
 
According to UNWTO’s (2012) member survey, only 68% of the worldly organizati-
ons consulted carry out marketing activities or promotion focused on food tourism. 
The marketing and promotional tools most used by the members are:  
 organizing events (91%) 
 producing brochures and advertising (82%)  
 dedicated websites on food tourism (78 %)  
 
At a much lower level are the promotional tools such as tourism guides (61%), blogs 
(43%), and familiarization trips for media representatives and tour operators (13%). 
And lastly, only 4% of the organizations surveyed said they used social media networks 
for the promotion of food tourism. (UNWTO 2012) 
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Figure 6. Promotion of Food Tourism on Websites of Tourist Offices. (Vu 2013, 57) 
 
In Ngoc Anh Vu’s Bachelor thesis ”Promotion of Food Tourism on Websites of Tou-
rist Offices: Cross-content Analyses of Helsinki, Copenhagen, and Lyon”, a marke-
ting framework for promoting food tourism on official tourim websites is presented. 
This figure shows that Vu’s research results proved that food tourism marketing 
should include four main categories: “Restaurant guide”, “Food experiences”, “Food 
culture” and “Foods and recipes”. (Vu 2013, 57)  
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All four aspects are equally important and play a role in the food tourism marketing 
strategy. Depending on how the city would like to promote its food tourism, Vu (2013, 
57) suggests that one of these four aspects is given more importance. According to Vu 
Visit Helsinki’s website has good features on “Food culture” and “Food experience”, 
but the organization’s website is lacking features of Finnish dishes or any tips on the 
traditional cuisine. 
 
2.3 Consumer behavior 
Consumer behaviour is highly affected by perceptions. Perception is the process when 
people select, organize and interpret sensations. The three stages: exposure, attention 
and interpretation make up the process of perception. (Solomon 2007, 274) 
 
 
Figure 7. Meaningful experience. (Pine & Gilmore 1998, 20) 
 
Pine & Gilmore (1998, 20) introduced meaningful experiences back in the 90’s. 
Despite its age, the four dimensions mentioned in the theory are still current. Accor-
ding to Pine & Gilmore, the dimensions determine on how actively or passively the 
enduser is taking part in the experience and if the end user is mentally or physically 
involved. The end user can either be just an observant (no impact) or play an active 
part in the experience. 
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The elements for meaningful experiences are individuality (uniqueness), authenticity, 
story (reason for the product), multisensory perception, contrast and interaction. Mea-
ningful experience can be achieved if the product is in contrast with the customers’ 
everyday life. Thereby they can experience something new and deviant and find a new 
perspective of themselves in foreign environment. Meaningful experience can be expe-
riences also alone but the sense of community is important and contributes to the ex-
perience being acceptable and appreciated. (Tarssanen 2009, 12-15) 
 
The World Food Travel Association has identified 12 categories of food tourism ex-
periences: 
 
Table 2. Food tourism experiences. (Alberta Culinary Tourism Alliance 2013) 
Cooking 
schools 
and clas-
ses 
Culinary 
attractions 
Culinary des-
tinations 
Culinary 
events 
Culinary 
media 
Culinary lodg-
ing 
Culinary 
retail & 
grocery 
Culinary 
tours, 
guides, 
packages, 
agents 
Dine & drink 
establishments 
Farms, 
ranches 
and farm-
ers mar-
kets 
Food & 
drink clubs 
and associa-
tions 
Food manu-
facturers 
 
According to UNWTO (2012) gastronomic routes are becoming without doubt one 
of  the most developed products within food tourism. A gastronomic route is a system 
or map that constitutes a comprehensive and thematic tourism offering, generally 
branded, and is defined by itineraries in a specific area. It includes a series of tourism 
products or sites, such as factories and restaurants, which are listed in tourism 
guidebooks and usually are concentrated on unique foods, products or dishes, generally 
with differentiated quality, or gastronomic events or activities. However, these routes 
also informs about other sites of historical or cultural interest, thus promoting 
economic development throughout the area. Food tourism products are commnly 
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conveniently packaged so that tourists stay longer in the area than if only one kind of 
attraction would be featured.  
 
According to the World Food Travel Association (2014) the notion of a service jour-
ney can give a company renewed success. A service journey, also called customer jour-
ney map, looks into every possible customer touch point. It’s important to exceed 
traveler expectations. A food traveler’s service journey has three progressive stages. 
The first stage is expectation of the experience. Expectation is followed by the experi-
ence of the product. Finally, there’s the memory of it.  
 
Expectations are created pre-arrival as a part of the discovery process. The process 
might include asking friends, family and colleagues their opinions, but also searching 
the internet, researching newspapers, magazines and books, consulting reviews and 
similar activities. The process also includes the booking experience.  
 
The World Food Travel Association (2014) suggests that food tourism industry partic-
ipants should pay attention to the following while planning this phase:  
-Design one’s website user-friendly 
-Consider what photographs are suitable 
-Provide several language options 
-Analyze website traffic for country domains so you know from where your customers 
are 
-Collect facts and figures so you know from where the main tourist flows come from 
-Offer simple content (some might use Google Translate for your content) 
-Make a mobile version of your content if your customers come from emerging mar-
kets like China, India, Russia, Brazil and/or Indonesia 
 
Celebrities also function as a motivation. So called star power works because the 
celebrities embody what Solomon (2007, 274) calls cultural meaning. They symbolize 
categories like status and social class, but also gender, age and even personality types. 
The product’s meaning moves from the company to the consumer using the celebrity 
as the tool. Ethnic, racial and reglious backgrounds also affect consumer motivations. 
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Furthermore myths are considered as strong motivational tools and they represent 
shared emotions and ideals of a culture.  
 
Myths serve four functions in a culture: 
1. Metaphysical: explain origin 
2. Cosmological: emphasize that all components of the universe are a part of a 
single picture 
3. Sociological: maintain social order 
4. Psychological: provide models for persona conduct 
 
Table 3. Stakeholders within food tourism. (Kalinina 2013, 14) 
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There is a broad consensus in the literature about tourist motivation factors that are 
called either internal stimuli or “push”, or external stimuli or “pull”. The first are 
considered from the perspective of demand, and they lead the tourist to travel to food 
destinations that often include desires as well as psychological, social and ego-centric 
needs such as escapism from the daily routine, relaxing with family, rest, exploration 
and social interaction and connecting. The resources considered pull factors are on the 
other hand cultural and natural attractions, special events and festivals, experiences 
with food products in the destinations and other opportunities for leisure and 
entertainment, value, friendliness of local people, gastronomic diversity and variety and 
attributes or characteristics of the destination such as proximity. (UNWTO 2012)  
 
Food tourism strongly communicates and co-operates with a wide range of local busi-
ness areas such as local food promotion organizations, DMO’s, food event organizers, 
cooking schools, the hotel industry, urban development departments within the munic-
ipal administration, R&D practices throughout a destination, restaurateurs, visitor cen-
ter and museum management and school and universities. Hjalager & Richards (2011, 
20), Croce & Perri (2002, 60-75) 
 
 
Figure 8. Conceptualizing involvement. (Solomon 2007, 275) 
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Consumer involvement according to Solomon (2007, 275) is: “a person’s perceived rele-
vance of the object based on their inherent needs, values and interests”. The object can be a prod-
uct, brand or purchase situation. Because it is a motivational construct, different ante-
cedents can trigger it. Involvement can also be seen as the motivation to process in-
formation. When there is a linkage between a consumer’s needs, goals, values and 
product knowledge, the consumer will be motivated to pay attention. When the 
knowledge activated the consumer’s memory, the involvement increases and the con-
sumer devotes more attention to e.g. the ads of a product, exerts cognitive effort to 
understand them and focuses on product-related information.   
 
When consumers are strongly involved with a brand, they enter what Solomon (2007, 
274) calls a flow state. It’s important to take into consideration hype versus buzz. Buzz 
is a positive word of mouth that is viewed by consumers as authentic and generated by 
customers. Hype is on the other hand dismissed since it is seen as inauthentic and a 
form of corporate propaganda.  
 
The time of social commerce is upon us. It stands for the transactional, search and 
marketing components of social media. It is based on the simple idea that people value 
opinions of other people. In the future people will not search for products, but the 
products will find the consumers. This is important to remember as 90 percent of peo-
ple trust peer opinions. (Qualman 2013,72) 
 
Social media makes customer feedback even more valuable that it has been before. 
Thanks to social media, it is vital that the all part of the organization work in harmony, 
because the speed of social media demands it. In the years ahead, social media will help 
eliminate multiple individual redundancies (MIRs). Everybody from marketing to op-
erations to manufacturing is actually marketing the company. Therefore outsourcing 
the marketing will become as good as impossible in the future. When transaction oc-
curs, marketers need to encourage customers to give product or service reviews. Com-
panies that succeed in this can create viral success. This will eat traditional marketing 
budgets and make consumers take more ownership of brands. (Qualman 2013,79) 
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Social media makes identifying and adapting to change much easier because compa-
nies are constantly engaging in a conversation with the consumers. That is why it’s im-
portant to see the difference between past and present marketing philosophies: 
(Qualman 2013, 102-103) 
 
Past marketing philosophy:  
 It’s all about the sizzle of the message and brand 
 Marketers know what is best for consumers 
 We develop products in-house and then sell or give them to the public 
 
Present marketing philosophy: 
 It’s all about listening to the consumers 
 The product is central: constant communication with all the departments 
 Marketers never know what is exactly right for the consumer, that is why they 
ask and make adjustments 
 The customers market the product, so it’s good to leverage on their ideas 
 
 
Figure 9. Social Media Staircase of Credibility. (Qualman 2013, 196) 
 
When it comes to social ROI (return on investment), Qualman (2013, 196) says that it 
follows a staircase of credibility. Notice that in the diagram the steps for the customer 
are reverse to in comparison with the ones for the company.  
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Concerning social organizational structures, Qualman (2013, 272) suggests a holistic 
model where every employee is part of the company’s social media. In the holistic 
model there is ongoing coordination and training involved. The model utilizes the en-
tire workforce’s knowledge and the entire company is focused on the customer. 
Qualman speaks for ongoing shared learning sessions and robust employee help re-
sources to make the model work. Examples of companies that utilize this model is Dell 
and Zappos. 
 
One of the four major reasons (besides need, desire and doing it for somebody else) to 
shop is to spend time with other people. This means that when people are online, they 
also want to pass time with other people while doing so. The way of socializing is just 
different online – there it takes form as social media. Instead of going to shopping cen-
ters, people who prefer to shop online do so at home, but tell their friends about it on 
social media. (Jones 2014, 115) 
 
Many companies still don’t offer enough possibilities to share their online content. In a 
study in 2011 by New York Times’ Customer Insight Group, the following reasons for 
sharing was found (Jones 2014, 115): 
 It makes people feel more involved with the surrounding world 
 It makes people feel valuable 
 It helps people maintain social connections that would otherwise be lost 
 It allows people to demonstrate support for specific things 
 
Jones (2014, 115) suggests that companies should encourage their potential customers 
to share their purchases. It will help them feel good about the company but also create 
increased awareness of it. This is the content he feels is most shared online: 
 Emotionally arousing: things that make people happy 
 Novel and different 
 Connecting: people want to share their purchases with their friends, not neces-
sarily the whole world 
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3 Empirical research methodology 
The empirical research study of this thesis project uses a constructive research ap-
proach. However, as methodologies can complete each other the main methodologies 
used in this thesis are service design with a complementary qualitative research.  
 
3.1 Constructive research approach 
The constructive research approach was developed in the field of management accoun-
ting in the 1980’s in order to assist management accounting. The management accoun-
ting academics used the approach to take a more active role in improving the existing 
practices and gaining a deeper understanding of the actual practices of the organisation. 
(Altinay & Paraskevas 2008, 20) 
 
Constructive research is said to be the best methodology when aiming at managerial 
problem solving through the construction of  something new. It stands for problem 
solving through the construction of models, diagrams, software, plans and frameworks, 
or in this case one brochure. Constructive research aims at producing new solutions to 
practically and theoretically relevant problems. However, constructive research often 
involves other approaches like qualitative and quantitative research methods. In busi-
ness economics, constructive research has strived to solve a real world problem by de-
veloping solutions that have both theoretical and practical relevance. These solutions 
are called constructs. This thesis is highly target-oriented because it strives to create 
one piece of  new tourist information material. (Altinay & Paraskevas 2008, 40) 
 
In this thesis project an innovative step-by-step making process is used: 
1. First I will collect theory and plan the brochure based on that. 
2. Simultaneously I will carry out a co-creation project on Helsinki Marketing Ltd’s 
social media platforms (Facebook, Twitter, Instagram) where tourists can share 
their wishes and ideas for the upcoming printed food tourist information mate-
rial. 
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3. Existing similar maps and/or brochures are also taken into consideration 
through benchmarking. Layout ideas are taken from graphic city maps found 
online. See appendix 4.  
4. With a semi-structured interview guide based on the theory a focus group in-
terview with local food actors is held.  
5. Once the group interview is held, the actual planning and implementation of  
the information material starts through internal meetings at Helsinki Marketing 
Ltd.  
 
3.2 Qualitative research 
The aim of qualitative research is to describe real life. The researcher is dependent on 
the existing values. Values also shape how we try to understand the researched phe-
nomenon. Objectivity in its traditional sense is hence not possible to be reached in 
qualitative research while the researcher and the gained knowledge are dependent on 
each other. Generalized, qualitative research aims reveal facts rather than verifying al-
ready existing ones. (Hirsjärvi et. al 2007, 157) Qualitative research is chosen as one of 
the methods for this thesis project because I favor people as data collection instru-
ments. The method is used in this thesis when collecting the data (texts, focus group 
interview, meetings) because they are found relevant to the research problem (see page 
3).  
 
3.3 Service design 
Service design is a young and emerging interdisciplinary approach. According to 
Schneider & Stickdorn (2012, 1) service design is opposed to stand-alone academic 
disciplines since it demands learning by doing. One needs to try, fail, learn from mista-
kes, improve, try again and educate oneself. It aims at providing a holistic service to the 
end user and well thought through experiences. It’s often described as a cross-
disciplinary practise combining skills in design, management and process engineering. 
In short, service design: ”helps to innovate (create new) or improve (existing) services to make 
them more useful, usable, desirable for clients and efficient as well as effective for organizations. It’s a 
new holistic, multi-disciplinary, integrative field.” (Moritz 2005, 5)  
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Service design is known for its five principles: 
1) User-centred: Experiences are design through the customer’s eyes 
2) Co-creative: All stakeholders are included 
3) Sequencing: The service is a part of a sequence of interrelated actions 
4) Evidencing: Intangible services should be visual (physical artefacts) 
5) Holistic: The entire environment of the service should be considered in the 
planning stage 
(Schneider & Stickdorn 2012, 3) 
 
Schneider & Stickdorn (2012, 4) offer a great example of service design: 
”If you have two coffee shops right next to each other, and each sell the exact same coffee at the exact 
same price, service design is what makes you walk into one and not the other. Maybe one plays music 
and the other doesn't. Maybe one takes credit cards and the other is cash only. Maybe you like the 
layout of one over the other, or one has more comfortable seating. Maybe the staff at one is friendlier, or 
draws fun shapes on the top of their lattes. All of these nuances relate to service design.” 
 
According to Grönroos (2007, 330), the importance and involvement of the customer 
is essential in the service branding process. If a brand relationship is maintained so that 
the customer feels attached to a service supplier or place and believes that this is dif-
ferent from competing offerings, active word of mouth can be expected to follow. In 
this situation, the customer feels motivated to talk about the service supplier or place 
and will do so. Thus the customer becomes an effective marketer of the service suppli-
er or place. Voluntary activities as described above indicate the value of co-creation in 
place branding.  
 
People tend to form close emotional ties between themselves and places, whether they 
are residents or visitors of these places. (Baker 2007, 13) These tight bonds lead people 
to want to have a sense of pride of a place, and create a drive to want to improve the 
place. (Kotler 2004, 12; Anholt 2010, 3). These already emotionally attached people are 
easier to involve in the place branding because they feel rewarded and satisfied when 
an opportunity to participation exists. This satisfaction can be thought of as added val-
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ue for the participant during the branding process. These participants also share their 
views with other participants and become committed to the work, which results in val-
ue creation. In the end the brand is created partly by the participants and therefore all 
participants support it, which creates more value for the brand itself. (Grönroos 2007, 
334-335.) 
 
 
Figure 10. The service brand relationship-value triangle in the service businesses. (Grönroos 
2007, 337) 
 
So far tourism product development has not received a lot of attention and only a few 
studies have been made on the subject. The traditional product development model 
describes merely a process formed as a line that starts from the idea and ends when the 
product is launched. (Komppula–Boxberg 2005, 97) It is based on the manufacturing 
industries, and can’t be applied in tourism. Tourism is a dynamic industry and there-
fore the tourism product has to be seen as a multidimensional process. (García-
Rosell‒Haanpää‒Kylänen‒Markuksela 2007, 455-446, 449.)  
 
In 2008-2011, the Tourism Integrated Product Development –project was conducted 
in co-operation with Rovaniemi University of Applied Sciences, Lapland University 
and Lapland Centre of Expertise for the Experience Industry. This project introduced 
a new holistic approach, similar to the Qualman’s (2013) on page 22, to tourism 
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product development. The holistic approach brings product development closer to 
practice. The holistic approach is based on the idea that a tourism product is a mean-
ingful experience, as mentioned by Pine & Gilmore (1998) on page 17, which occurs 
thanks to the co-operation between tourism actors that are involved in the product. 
The main actors are the tourism service providers, the customers and the locals. The 
encounters always happen in a real or virtual place and they are influenced not merely 
by the actors mentioned but also many other factors, for instance social and cultural 
elements. (Lapland Institute for Tourism 2010) 
 
 
Figure 11: Operational Environment in Product Development. (Tourism Product  
Developer's Handbook 2010) 
 
Different ways of acting also influence the tourism product. For example, the local 
traditions and customs (culture, history and present way of life), the entrepreneurial 
values, practices and network relations, and the consumers’ trends, consumer and trav-
el behavior, feelings and experiences all affect the tourism product. The Product De-
veloper’s Handbook suggests that product development should be a comprehensive 
part of the ongoing development activity of all tourism organizations. The process in-
cludes developing ideas and conceptualizing them. However, what makes tourism 
products have a dynamic nature are the encounters, which is the third element in the 
product development process. As each encounter with a traveler is different, the prod-
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uct will also be different each time.  (Lapland Institute for Tourism 2010)  
 
Co-creation is a core principle of the service design approach. It can involve anyone 
from staff, designers, executives and customers, but the key is to work collaboratively 
in order to examine and update a given product. (Stickdorn & Schneider 2012, 50) Co-
creation helps companies because today it’s not enough to produce great creative work. 
Consumers don’t automatically like new products just because they belong to a specific 
brand. They need to be a part of a fluid, organic process, and on their own terms. Con-
sumers can be a researcher’s or a brand’s biggest advocate, but only if the conversation 
is open and gives the consumers the respect they deserve by allowing them to have 
their say. (Millman 2011, 60) 
 
 
Figure 12: Product development process according to the holistic approach. (Tourism  
Product Developer's Handbook 2010)  
 
According to Danish Mindlab’s creator Christian Bason (2010, 14-17) public managers 
must co-create new solutions to effectively meet the challenges of today. This due to 
increasing citizen expectations, deep budget cuts, rising service costs and demographic 
changes.  
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Figure 13: The public sector innovation ecosystem. (Bason, 2010: 14-17) 
 
Bason (2010, 14-17) introduces a public sector innovation ecosystem that he calls 
“Four C’s”. Co-creation is one of these four C’s, along with courage, consciousness 
and capacity. Consciousness is all about building a language for innovation through 
models, initiatives, strategies and action plans. Courage on the other hand refers to 
leadership. There are four types of leaders who are bold enough to embrace innova-
tion: the visionary (political leader), the enabler (top manager), the 360 degree innova-
tor (mid-level manager) and the knowledge engineer (head of regulating institution). 
Capacity tackles with creating innovation capacity, which ensures that political context, 
strategy, organisation, technology, and culture and people all strengthen an organisa-
tion’s ability to innovate. 
 
Co-creation an approach that involves citizens, businesses and other key recipients of 
public services much more directly in the innovation process. It focuses not just on 
understanding present challenges. The important thing is to create new futures with 
people, not for them. This way, public organizations can tap into the creativity and 
innovative potential of their consumers, travelers and locals alike, by inviting them to 
submit their own ideas about how to solve societal problems (crowdsourcing). (Bason, 
2010: 14-17) 
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Co-creation ensures that the organization addresses the real-life challenges of end users 
of public services. It also guides the involvement of critical stakeholders that in their 
turn implement behavior change and societal impact. Rather than mainly involving 
citizens through quantitative satisfaction surveys, which is more common, co-creation 
reflects on the need for public managers and staff to get much, much closer to people’s 
everyday lives through qualitative social research and deep direct involvement about 
concrete solutions. (Bason, 2010: 14-17) 
 
Bason points out some examples of co-creation: creative working methods,  
ethnographic research, service design and empowerment of citizens to take  
part in service delivery. In the United States, the Transportation Security Administrati-
on has applied humancentred design to develop airport security experiences. Thanks to 
co-creation, the Administration has developed new solutions to improve the efficiency 
and experience of airports, and enhance the level of security. (Bason, 2010: 14-17) 
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4 Execution of  the research 
This thesis project that was carried out using constructive and qualitative research 
methods that had three main execution phases: co-creation via social media, focus 
group interview and internal project group work. The basis for the thesis data collec-
tion was deduction. Theory and hypotheses lead the positivistic research. The project 
had a budget of €5 000, which was taken from Helsinki Marketing Ltd.’s content pro-
duction budget. 
 
In this thesis project an innovative step-by-step making process calendar, based on the 
process plan mentioned on page 25, was used: 
04-05/2014: First I collected theory on food tourism, branding and consumer behav-
ior, as well as service design as a methodology and planned the brochure based on that. 
06/2014: In June I carried out a co-creation project on Helsinki Marketing Ltd’s social 
media platforms (Facebook, Twitter, Instagram) where tourists could share their wishes 
and ideas for the upcoming printed food tourist information material. Existing similar 
maps and/or brochures is also taken into consideration. Layout ideas are taken from 
graphic city maps found online. See appendix 4.  
06/2014: With a semi-structured interview guide based on the theory a focus group 
interview with local food actors was held.  
 
 
Figure 14. Thesis project step-by-step making process. 
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06-08/2014: Once the group interview was held, the actual planning and implementa-
tion of  the information material started through internal project group meetings at 
Helsinki Marketing Ltd.  
06-09/2014: The designers for the upcoming food brochure were selected, and inten-
sive meetings with them were held. 
10/2014: The new food brochure “Food Helsinki? HEL YEAH!” was launched. 
 
4.1 Co-creation via social media 
Based on Bason’s (2010, 14-17) public sector innovation ecosystem model, see page 
31, and Grönroos’ (2007, 330) service brand relationship-value triangle, see page 28, 
during the month of June 2014, the people who follow Helsinki Marketing Ltd’s three 
social media platforms (Facebook, Twitter and Instagram) were asked to participate in 
the making of the upcoming brochure. At this point I decided to call the tourist infor-
mation material a brochure to narrow down the topic for the travellers and make it 
easier for them to give ideas, thoughts and suggestions concerning the project. A photo 
album named “Co-creation project: Helsinki’s first food brochure” was created on Vis-
it Helsinki’s Facebook page. Twitter and Instagram mentioned the project, but travel-
ers were lead to the Facebook page to participate. The photo album requested traveler 
ideas, thoughts and comments concerning the upcoming brochure. The best traveler 
idea was told to be rewarded during fall 2014.  
 
4.2 Focus group interview 
Based on Bason’s (2010, 14-17) public sector innovation ecosystem model, see page 
31, and Garcia et al’s (2011) recommendations for brand components, see page 14, 
qualitative social research in the form of a focus group interview was chosen to be held 
in June 2014 to get deep direct involvement and examine the views and opinions of the 
stakeholders without having presumptions for the results in advance. I carefully select-
ed the participants among the trade participants in the food tourism industry presented 
on page 8 and stakeholders within food tourism presented on page 23.  
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I used a semi-structured interview because its less formal nature. I wanted the 
discussion to be open and allowing so I didn’t want it to be too formal. All the 
interviewees answered the same six questions/themes as seen in the appendix of this 
thesis. Group interviews are reasonable when studying e.g. cultures. (Hirsjärvi et al. 
2009, 210-211.) Here, since I wanted to know what kind of printed tourist information 
material should be done, the focus group interview felt appropiate.  
 
4.3 Internal project group work 
Based on Qualman’s (2013, 273) theory of social organizational structures, see page 22, 
I set up an internal project group at Helsinki Marketing Ltd. to make sure that all four 
units within the organization participated in the making process of the upcoming 
brochure. The project group met during summer 2014 (June-August 2014) and 
discussed the outcomes of the focus group interview and the needs of each unit 
concerning the brochure. The internal project group consisted out of the following 
persons: me (Inspiration unit), Jenny Taipale (Together unit), Anne Pyylampi (Home 
Base unit) and Kenneth Forsell/Riitta Kokkonen (Welcome unit).  
 
4.4 Validity, reliability and objectivity 
Reliability can be defined as the degree to which the data collection methods used in a 
research will yield consistent findings. In practice, this means whether similar observa-
tions could be made by another researcher. Conclusions are also put to the test. The 
research transparency is also examined; how much sense was made out of the raw data. 
It’s important to state in the research report if the results could be reproduced under a 
similar methodology. For instance, if a question in the interview guide can be misinter-
preted by the respondents, the reliability of the interview is low. Usually to avoid this 
scenario, interview guides are tested before taken into use.  
 
I had easy access to our social media platforms since I funtion as Helsinki Marketing 
Ltd.’s Social Media Coordinator. I also know our traveler base on each network so it 
was a natural setting for me. However, if someone else would have carried out the re-
search, I would have had to give that person the background information I have on the 
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matter to ensure reliability. Even then, it’s not sure that the project would have felt as 
natural for that person.  
 
In order to check the reliability of the focus group interview, I asked my colleague Ee-
va Tulenheimo to sit in on the interview and make notes. We compared the notes later 
on and came to the conclusion that we had interpreted the interviewee answers in the 
same way. However, the fact that so many interviewees came, had in my opinion to do 
with the fact that I knew most of them from before. Only one person was unfamiliar 
to be from before, so it’s impossible to tell if my personal relation to the interviewees 
was the reason why they participated or if it was, in fact, the research itself. It might 
also have been due to my work place, as we collaborate with many of the interviewees 
on a regular basis.  
 
Not many of the interviewees knew each other from before. I tried to select people 
that didn’t know each other too well, and if they did, I seated them in a way so that 
they were not seated next to each other. I know that Ville Relander, Anders Wester-
holm and Milla Visuri knew each other from before, so I mixed them among the other 
interviewees. Veronica Fossa and Heather Domeney also knew each other so I placed 
them on different sides of the table. Still, it’s impossible to say if the focus group dis-
cussion was completely unbiased as there are some inter-relations among the persons 
that participated.  
 
Validity is widely defined as the extent to which the data collection methods accurately 
measures what is intended to measure, the relevancy of the study that is. In short, the 
researcher needs to ask himself/herself if the results say what they are supposed to say.  
One can check the validity of one’s research method by asking a series of questions, 
starting with one’s research question. If it seems that one can answer it with the data 
collection technique the researcher has chosen, it’s valid. Consistency of finding may 
can also be checked by testing, as mentioned along reliability. If the answers are the 
same, when asking the same question differently in various stages of the study, the 
method has high internal validity. (Altinay & Paraskevas 2008, 40) 
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Of course the validity of a study is also highly dependent on the respondents. If the 
sample is not accurate or you have missed a certain type of respondent, then your re-
search method does not have external validity. This because your findings are likely to 
be bias and not applicable in a wider sense. (Altinay & Paraskevas 2008, 50) 
 
The main two research questions of this thesis project were: 
• How to initiate the process of communicating Helsinki’s food brand by creating 
one piece of food themed printed tourist information material?  
• What kind of food themed printed tourist information material does Helsinki 
need in order to be considered a food travel destination? 
 
Altough the name of my thesis changed during the research period, I do feel that I re-
ceived the answers to these questions through my research and therefore find it to be 
valid. By mixing research methods (constructive and qualitative), I aimed for high va-
lidity concerning this thesis project. The change of name merely showcased, in my 
opinion, that I gained a greater knowledge of the theme thanks to the research.  
 
Objectivity in qualitative research stands for the researcher's try to uncover a reality 
without contaminating it in any way. However, a realistic aim is for the researcher to 
remain impartial; that is, to be impartial to the outcome of the research, to acknowled-
ge his/her own preconceptions and to operate in as unbiased and value-free way as 
possible. (Altinay & Paraskevas 2008, 50) 
 
Concepts of reliability, validity and objectivity are agreed to be used especially in quan-
titative research as they are challenging in qualitative research. This because the data is 
subject to the researcher’s personal interpretations when he/she chooses to use the 
qualitative research method. Even though these terms may be incorrect, they are the 
best to use also in qualitative research since it’s important to evaluate how reliable and 
valid a research is. If possible, the researcher should then try to objectively assess 
his/her own actions as interviewer. (Altinay & Paraskevas 2008, 51) 
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The main ethical issue of the research is the fact that I work for Helsinki Marketing 
Ltd. My main goal was however, to stay unbiased throughout the project. As the man-
ager of this brochure project, I realized at one point that I couldn’t stay completely 
unbiased because I was the person who had to make the final decisions concerning the 
brochure’s visual and written content, layout, distribution, language version and so on. 
I therefore think that I was somewhat led by the research. In the end, the final bro-
chure is a co-creation construction where my personal input (knowledge, learnings) 
shows quite a lot. However, the making process of the brochure was highly improved 
by the theory and empirical study.  
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5 The formation of  Food Helsinki? HEL YEAH! 
5.1 Co-creation on social media platforms 
On Helsinki Marketing Ltd’s social media networks, it was noticable that it was too 
difficult for travelers to participate in the co-creation phase when they were given an 
open question and free hands to suggest all kinds of ideas and thoughts. After a period 
of two weeks, guiding questions with examples (map, brochure, combination of map 
and brochures etc.) were given to them and that is when the rewarded idea was 
received during fall 2014. The idea was chosen thanks to its usefulness. The idea came 
from German Andrea Straub.  
 
 
Figure 15. Food Helsinki? HEL YEAH!’s winning traveler idea. 
 
So some research work in advance should always be done, because if questions are too 
vague and wide or somehow unclear, people tend not to answer. The major ideas from 
the travelers were the fact that travelers wished for a combination of brochure and 
map. Also, travelers wished for medium priced food places, not fine dining 
establishments. Events seemed to be crucial as many travelers mentioned food events 
as a reason for coming to Helsinki. One of the best ideas introduced an interesting 
concept of making the brochure interactive in the sense that travelers could mark 
which places they had visited. Over 50 persons participated in the co-creation phase, 
giving more than 100 ideas, thoughts and comments on the upcoming brochure. All 
traveler ideas are attached to this thesis.  
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5.2 Focus group interview 
My focus group interview took place on June 11 2014 at 9-10am. I had planned for 
about ten participants, but one participant came one day too early to the interview and 
could not join on the actual focus group interview day. Even though I knew it was a 
risk, I decided not to carry out the interview beforehand alone with him, but asked him 
afterwards to send me answers to the interview questions. However, he did not send 
me the answers. I did however receive answers via email from one additional person, 
who couldn’t join the focus group interview so in the end I got 10 answers in total to 
the interview questions. I will state those answers after I have presented the result of 
the focus group interview. 
 
I invited the participants to the focus group interview by email on May 28 2014, two 
weeks prior to the interview. I had originally invited 16 persons, and 10 of them 
participated.  
 
Table 4. Participants, the represented organizations and seating order of the focus group 
interview. 
Anders 
Westerholm / 
restauranteur, 
Design District 
Helsinki’s 
chairman 
Veronica Fossa 
/ food tour 
leader and 
foodscape 
designer, WE- 
Factory  
Anders Löfman 
/ restaurant 
manager, 
Ravintolakolmio 
restaurants 
Milla Visuri / 
The ELO 
Foundation 
Leena Halén / 
food tour 
leader, Food 
Sightseeing 
Helsinki 
 Hanna Pilli-
Sihvola / food 
blogger & chef 
from Hannan 
Soppa, food 
tour company 
Helsinki Bites 
Merja Nummi / 
Hotel & 
Restaurant 
Museum 
Heather 
Domeney / 
Heather’s 
Helsinki & 
food tour 
company Fork 
in Hand 
Ville Relander 
/ City of 
Helsinki 
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The ones I had invited but didn’t participate were representatives of Royal Restaurants, 
Korjaamo Group, Klaus K, Anton & Anton and Eat & Joy, and Johanna Mäkelä (food 
professor at Helsinki University).  
 
I functioned as the interview moderator and my colleague Eeva Tulenheimo took 
notes and supervised the interview. I started the focus group interview with giving 
some background information about my thesis project (main research questions) and 
why I’d chosen the interviewees. To brake the ice, the interview’s first round 
concentrated on interviewee presentations through pictures. I had placed 10 food 
related photos, taken from Visit Helsinki’s Material Bank, on the table and I asked all 
the participants to choose one that represented Helsinki’s food culture the best and tell 
the group how they have been involved in Helsinki’s food culture.  
 
The set of questions were not sent to interviewees in advance by email. The interview 
was carried out in English. The interview was recorded by dictaphone and transcripted 
into text form for closer analysis, see appendix 3. The voices of thinking and filler 
words were left in the text because they provide valueable hints of respondents 
reactions and views for the interview interpreter as well. 
 
The semi-structured focus group interview guide was based on theory of qualitative 
research, see page 26, and theory on food tourism, branding & marketing and 
consumer behavior. The interview guide and questions can be seen in appendix 3. 
 
Table 5. Focus group interview theory matrix. 
Question Theory 
Combining pictures and persons Food brand identity / image, page 13 
Food tourism Page 5 
Stakeholders – target group Page 7 & 20 
Brand elements Page 12 
Cultural meaning  Page 22 
Marketing Framework Page 15 
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The discussion was vivid, but after the interview I thought it gave insight to two major 
issues, but gave many small hints on good things to focus on. A good example of these 
small hints were the association to Helsinki’s food identity: 
 
“Brave barking dog…More unpotentious restaurants, good food, good social environment, keeping the 
prices more democratic.” (Ville Relander) 
 
“Going back to the roots, traditions but in a new way….pop up places. In the city the food tourism 
scene is really buzzling at the moment – this is the hot pot.” (Milla Visuri) 
 
“Ecological choices.” (Leena Halén) 
 
“Expanding, now we have smaller and unique places, more various choices than 10 years ago.” 
Anders Löfman 
 
“Fresh, innovative, design oriented, environment, interior, tableware, everyday design.” (Veronica 
Fossa) 
 
“We need to remember that we are very season-driven here in Helsinki, I hope that we are aiming to 
get travelers here also in the winter.” (Anders Westerholm)  
 
The first major issue the interview approached was that the brochure should not pro-
mote a new food brand, but Helsinki’s food brand should be a part of the Hel Yeah 
marketing theme that was created in spring 2014 and has had good acceptance among 
local food actors:  
 
“I think it’s very good that Helsinki should have a brand that should include food but ten different 
brands; one for design, one for food..that is just too much… We have a good opening with Hel Yeah.” 
(Anders Westerholm) 
 
“I feel the same. It’s not worth it.” (Milla Visuri) 
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“Restaurant Day is something unique that we have. Many know it already. We do have some 
signature phenomenon. The brand needs to be credible. We do not want it to look to conceptulized. 
There is also a risk when Visit Helsinki does something because it’s city owned. It’s important to 
keep it down to earth.” (Ville Relander) 
 
Another vital point that came out of the focus group interview was the actual target 
group for the brochure: 
 
“I think it’s really difficult to to make material for gastronomy connoisseurs, we’ll never make them 
happy. I think we should make material for regular, curious travelers. We have a good product. We 
just need to package it. It’s a very easy way to get to know a culture, it’s so simple, you feel the place.” 
(Ville Relander)  
“It’s more for the travelers that aren’t into food in the first place.” (Milla Visuri) 
 
“Our duty is to co-operate and combine stakeholders.” (Anders Westerholm)  
 
The focus group interview also gave key insights on the upcoming brochure’s layout:  
 
“Today I saw the public transportation route map combined with the Helsinki Day. I like the idea of 
combining public transport with food sights.” (Merja Nummi) 
 
“I’m really tired of people’s recommendations… I would like to see a little magazine…It has to be 
found online. It could be about parks for picnics. It’s a lot of things. Stories. People. Places. Routes. 
Access, authencity and attractions. There is already great content, you should just combine it.” (Milla 
Visuri) 
 
“It should like a roadmap, and then a website where you could customize your choices.” (Andy) 
 
In addition to the answers received during the focus group interview, I received anoth-
er set of answers to the interview questions also from one person, who couldn’t join 
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the focus group interview in June: Kristiina Havas, who works at Haaga-Helia Univer-
sity of Applied Sciences as a lecturer in tourism.  
 
Havas thought Helsinki’s food identity is weak at the moment. However she men-
tioned that there lately has been some improvement concerning the food identity 
thanks to ambitious chefs, Restaurant Day, Helsinki’s street food scene and the Abat-
toir. She said that the two most important things that should be noted in the commu-
nication of Helsinki’s food identity are the food’s cleanness and purity. 
 
Havas meant that all of the stakeholders within the food tourism industry have to 
commit to common development actions in order to improve the food experience in 
Helsinki. According to Havas, Helsinki doesn’t have a food brand at the moment. She 
wanted to highlight that brands are not developed through communication, logos, 
symbols, slogans, but through actions. Currently Havas thinks it would be best to base 
the communication on honesty and the existing supply. Stories like Kalevala could be a 
good idea. 
 
Havas would invite international top chefs and food journalists for several PR visits 
because she believes that through these people Helsinki would receive credible publici-
ty. Havas would personally take travelers to Helsinki’s market halls, because there they 
can see and taste local specialities. She also mentiones Taste of Helsinki as a successful 
food event because the participating chefs create such a positive atmosphere. When 
making a check-list for food actors, she emphasizes taste, involvement, stories, clean-
ness and purity.  
 
5.3 Internal project group 
The internal project group at Helsinki Marketing Ltd. first had the idea to use 
consumer content for the food places (that are mentioned on the Visit Helsinki 
website as recommendations among e.g. chefs and baristas in the Stay and Enjoy’s Eat 
section under the topic Delicious Helsinki) mentioned in the food map part of the 
brochure. This content was thought later to be too limited though, so I suggested that 
we would follow the theory of this thesis about stakeholders and industry participants, 
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see page 8 and 23, and introduce a wide range of food stakeholders: restaurants, cafés, 
grocery shops, recipe book shops, kiosks, food lodging etc. This idea was approved by 
the internal project group and therefore I made the final selections of places to list in 
the brochure. I then sent the list of places to all of my colleagues through email and 
asked for comments. Only a few changes were made at this point. I combined traveler 
suggestions that we’d received on Visit Helsinki’s social media platforms with my own 
knowledge of the food scene in Helsinki. 
 
5.4 Graphic design of the food brochure 
Based on the theory of this thesis and feedback from the three phases, I started to 
finalize the plans the brochure in late June 2014. I put out to tender five different 
graphic design firms and received five offers for the graphic design of the brochure. 
Out of these offers, I decided to go with Tikari & Maininki as they made us a cost-
effective offer and showcased the most appealing graphic design. I met with the 
designer duo in July 2014. I had at that point already finalized the written content and 
had some strong ideas for the visual content. I showcased the designers some of the 
similar food maps and infographics that I had found online. See appendix 4. The 
brochure’s map presents the city’s food offerings in five districts and along three tram 
routes. The map highlights restaurants, cafés, market halls, delicatessens and 
kitchenware shops. The brochure also includes a lot of food-related facts, such as 
history, a glossary and information about events and seasonal products. The events 
were vital as I thought they represented tourist motivation factors, also called pull 
factors, mentioned by UNWTO (2012) , see page 19. 
 
Concerning the graphic design, I wanted a brochure that was drawn by hand, and I 
didn’t want to mix photos with graphics. I strongly believe that since photographs are 
everywhere and so easy to access, that we could stand out and differentiate at Visit 
Helsinki with a completely graphic brochure.  
 
I had marked the five districts, which I wished to be featured in the brochure’s map, 
on a regular map. I wanted there to be an easy way for travelers to remember 
Helsinki’s food scene so I created a mnemonic from the birth year of Helsinki. One 
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map, five districts and 50 places to visit. 1-5-50 equals year 1550. I also knew that I 
wanted the brochure to be foldable, as the successful Design District Helsinki map. I 
wanted to utilize the successful characteristics of that map, and add unique details to 
the food brochure. I chose to use the same size that of the Design District Helsinki 
map for the upcoming food brochure.  
 
The collaboration with the designers was very tight as I knew exactly what kind of 
visual and graphic content I was looking for for the upcoming year-round brochure. I 
wanted something fun, playful and visually appealing. Something so visually attractive 
that travelers would like to put it up on their wall as a poster thanks to its visual appeal. 
The infographic part of the brochure was created in my mind, I combined facts that I 
had got to know thanks to my background in the tourist information. There travelers 
had showed interest in these specific facts.  
 
I received the first version of the brochure in September 2014 and noticed then that 
the inforgraphical side of it wasn’t as I had imagined so I asked for another version. 
The second version was exactly how I had pictured it in my mind and I knew 
immediately when I saw it that this was the food brochure I had set out to create for 
Helsinki.  
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6 Conclusions 
The launch of the brochure and hashtag #foodhelyeah was on October 7 2014 and at 
that point Helsinki Marketing Ltd. arranged two press events for the launch: one in the 
morning for domestic print press and one in the afternoon for domestic bloggers. 
Together 17 journalists and six bloggers attended the press events. A total of 15 
domestic and international print and online medias, including Helsingin Sanomat, 
Divaani, Forbes, Glorian Ruoka & Viini, Metro, Viinilehti, Markkinointi & Mainonta, 
Kotiliesi and Radio Helsinki, have made articles concerning the new brochure within 
the months of October and November 2014. It was also been mentioned on four 
domestic and international blogs within the same period of time. 
 
“…the timing couldn’t be better for city tourism officials to launch a new culinary guide to Helsinki, a 
foodie trail that slices and dices the city into bite-sized pieces and serves up the best eateries, in part 
crowdsourced via social media suggestions… With food tourism one of the fastest growing global trends, 
the Finns chose the right time to highlight their capital’s culinary uniqueness.” (Forbes, David Mac 
Dougall, 2014) 
 
Although the brochure was initially thought to become a part of Helsinki Marketing 
Ltd.’s annual Visitor’s Guide brochure, it has now been decided thanks to the 
brochure’s wide success that Helsinki Marketing Ltd. will print another amount of the 
brochure still this year and will continue to hand out the brochure also next year. The 
brochure will therefore continue to be independent, even though it will be mentioned 
in the upcoming Visitor’s Guide brochure. The brochure will also be translated into 
Japanese and Russian language. If the success continues, the brochure will be updated 
on an annual basis. I’m now looking into mobile application possibilities.  
 
When this thesis project started in spring 2014, I had some ideas about how it could 
look and what it could include. After all, I had been dreaming of a Helsinki food 
brochure already for three years. However, I was greatly surprised at many points 
during the project and the direction of the project changed many times. I used my 
background in the Tourist Information to guide me concerning the layout of the 
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brochure. I had also attended many schoolings concerning food tourism, the most 
important being the World Food Travel Summit in 2013 in Gothenburg, Sweden. In 
addition, I could never have carried out this thesis project without the support of my 
superior Marketing and Communications Manager Maarit Pitkänen, who believed in 
this project and found the budget for it. She represents Bason’s (2010) public sector 
innovation ecosystem’s couragous leadership. In the future, Helsinki Marketing Ltd 
still has to strive to develop better consciousness and capacity for innovations. 
 
Food tourism as such is still an emerging travel trend in Finland. Despite the fact that 
Helsinki has a strong food culture, not many travel products today include food tour-
ism features. In my opinion the first concrete step to enhance Finnish food tourism 
has been taken this year when a national food tourism strategy has been set in motion. 
According to Visit Finland’s theory, countries like Germany and UK should be chosen 
as the countries where to promote food as they belong to Visit Helsinki’s target mar-
keting countries and top 5 countries concerning overnights, see page 2, and have been 
proved by Visit Finland’s research to be interested in food tourism in Finland, see page 
1. 
 
As Helsinki’s food scene experienced globalization in the form of an international 
boom (with pizzerias and döner kebab places) in the 70’s and 80’s, the 90’s and begin-
ning of the 21st century has been characterized by eateries that offer local and organic 
food. In that sense localization and globalization go in hand also in Helsinki as men-
tioned by Mak et al (2012, 180), see page 8. Starting from 2009 when Helsinki received 
its first Food Culture Strategist, the local food scene has started blooming. The birth of 
local urban food events like the Restaurant Day in 2011 showcased that Helsinki had 
something unique to offer the global food scene.  
 
Until now, the food scene in Helsinki has been very scattered and it has been difficult 
for travelers to recognize Finnish food and its seasonsal specialities. Food industry 
stakeholders have not collaborated under one umbrella brand. No printed tourist in-
formation material has been provided for travelers until 2014. The brochure is multi-
disciplinary, taking into consideration not merely restaurants and cafés, but a wide 
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range of food actors and stakeholders in Helsinki. Time can only tell if this will widen 
the view of the local food culture, but the brochure functions as a great starting point.   
 
As a result of this research, the food brand for Helsinki goes under the locally appreci-
ated marketing theme “Hel Yeah” of Helsinki Marketing Ltd. This marketing theme 
focuses on urban culture and has its own website since spring 2014. The Hel Yeah 
website differs from Helsinki Marketing Ltd’s other websites in the sense that there the 
local actors have provided themselves the information that can be seen on it. The web-
site is therefore in itself an example of co-creation, and that is why it is so appreciated 
in Helsinki. All of the 15 actors that participate in Helsinki Marketing Ltd’s Hel Yeah 
network are active on social media platforms and strive to reach an international mar-
ket.  
 
The food brochure is the first step, the answer to the fundamental research question 
for the commissioner of this thesis project (see page 3). It is also the so called planned 
message as mentioned on page 15. Now it’s up to see if the food stakeholders create 
service messages during the interaction between local service providers and tour 
operators and customers. It also remains to be seen if unplanned messages emerges 
when travelers share personal experiences with friends (word-of-mouth) or there 
appears a blog posts concerning Helsinki as a food travel destination. In January 2015 
about 10 international and domestic bloggers participating in the Nordic Bloggers’ 
Experience, arranged by Messukeskus, Visit Finland and Helsinki Marketing Ltd., will 
be introduced to the new food brochure and will function then as brand ambassadors. 
 
It is now vital to implement a marketing framework, mentioned on page 17, on Hel-
sinki Marketing Ltd.’s digital channels, including the Visit Helsinki website and Helsin-
ki Marketing Lts’s social media platforms. One big step will be when Visit Helsinki’s 
website will become responsive in 2015. The new food brochure will also be distribu-
ted during travel fairs, marketing events and sales calls as well as in the local tourist 
information centers. All PR and travel agent guests will receive the brochure and it will 
be promoted through Helsinki Marketing Ltd.’s newsletters to travel professonals.  
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The new food brochure Food Helsinki? HEL YEAH! adapted the existing theory, see 
page 19 and 31, and attempted to be esthetically appealing, educational, entertaining 
and offer travelers the possibility to escape reality for a minute while absorbing the 
brochure’s immense content. Consumer involvement was kept in mind when carrying 
out the co-creation phase of the research and adding interactive features to the bro-
chure (boxes that one can check next to the places listed on the map).   
 
The travelers’ service journey, see page 20, was kept in mind when the brochure was 
being planned. At this moment the brochure is only in one language, but other langu-
age versions are in the making. There has been talk about a mobile version as Helsinki 
Marketing Ltd.’s main focus lies on travelers coming from Asia and Russia in year 
2015.  
 
Helsinki Marketing Ltd. has tried to create natural buzz around the new brochure 
through competitions on social media platforms and PR procedures.  
 
During the research, two major changes were made to the brochure: no new food 
brand was created for the brochure, but it utilized the recognized urban culture mar-
keting theme Hel Yeah of Helsinki Marketing Ltd. The other change was the fact that 
the brochure that was initially planned for food travelers was finally designed for ordi-
nary and curious travelers that still haven’t explored Helsinki’s food culture.  
 
The most surprising features about this thesis project was that the research showcased 
how effective crowdsourcing can be. I recommend that similar making processes 
should be implemented when planning new tourist information materials. The amount 
of ideas, thoughts and comments concerning the new food brochure surprised Helsin-
ki Marketing Ltd.  
 
The positive response from local actors also showcased that there was a true demand 
for this kind of brochure. It also shows that the food brochure answers the supporting 
research question: What kind of printed food tourist information material does Helsin-
ki need in order to be considered a food travel destination? 
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Many local actors were ready to pay for the brochure, and wished for it in Finnish. 
This proved that similar content has not even existed in Finnish. The new food bro-
chure has in that sense been a trendsetter and forerunner. Many tourism schools have 
also informed Helsinki Marketing Ltd. that they will use the brochure as learning mate-
rial, which can be considered a breakthrough. Nevertheless, tourism products are al-
ways ongoing development activities, as mentioned on page 30, so the brochure should 
be regularly updated. In order to become a meaningful experience, as mentioned on 
page 29, the brochure should be used by the tourism actors that are involved in the 
product. In the future, myths and celebrities could be added to it to add cultural mean-
ing (see page 19). 
 
Helsinki now has printed multidisciplinary proof of being a food travel destination. 
Food Helsinki? HEL YEAH! also succeeds in answering the supporting research ques-
tion: What is Helsinki’s food identity and how to communicate it? 
 
This proof, the printed brochure, answers the wishes of travelers and local food stake-
holders. In years to come, the true results of the food brochure will be seen when a 
follow-up will be made, but one thing is for sure: the food brochure has received a 
warm welcome from locals and travelers alike as it functions as a bridge between pro-
ducers and consumers. 
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Appendices 
Appendix 1. Food Helsinki? HEL YEAH! 
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Appendix 2. Co-creation project in Facebook 
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Annia Sua Maestade Ravazzolo I do constantly advertising for the city of Helsinki. So 
the best option would be to use an app even with the QR-code in order to display 
brochures, maps, history, and maybe the words and phrases for tourists and maybe 
some ringtone and wallpaper as it is not possible to send these by mail. The app would 
be the best solution! 
Katerina Siomou An illustrated pocket guide showing where each restaurant/cafe etc. 
is, and its full current menu. The cheaper ones should be mentioned first and the most 
expensive ones last in each list of food and dessert variation. 
Mina Atreides I am the one who collects everxything   
Info-brochures, maps and flyers or infos about what I can do/see in the city  
so I vote for 4 
Jeroen Depotter Make A Large map of Helsinki divided in 'zones' (for example: zone 
B3 = senate square) BUT on the backside of every zone, with it's specific streets you 
put on the restaurants in that zone (marked with A dot on the mapside). make the 
zones tearable, so you kan easily rip them out ot the map and while you're in the Area 
you need to go you have A little map of the place for when you're in the right area but 
forgot the street- or Restaurantname.  
Emily Wilson-Cobb I just came back from Helsinki in March and I could of really used 
a map with little picture symbols labeling where things were like various music stores, 
farmers markets, obscure retail stores one might not visit unless they had an inside 
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scoop about. There is so much interesting stuff to see and unfortunately its very hard 
to find. All we found a lot of times was the touristy stuff. 
Heather Domeney A food passport - with space for stamps / stickers from the venues 
visited and also own notes. Split it up by type (markets, restaurants, tours, street vans 
etc) or by city area (centre, Punavuori, Kallio, islands) or by cuisine. Load it with maps, 
QR codes, tips etc. If a visitor came to me with the passport looking for stamps / 
stickers, I'd jump at the chance and I'd want to start talking about other experiences. 
Interactive and fun. No prize for filling the passport - the experiences themselves 
should be prize enough! 
Andrej Kurusiov Map is the most laconic and clear way. 
Gerardine Crow Map/brochure combo would be helpful 
Jimena Califa A map, with info on the back. Why? 
1) when traveling tourists don't want to carry much stuff (weight & space issues). 
2) more information, less paper: use icons to instantly visualize the most important 
information (summarize and organize it, as: a  green V for vegan, T for typical food, -$ 
for cheap, ...). Of course, write the website link to let tourists go deeply into the place 
they got interested in. 
3) less printed sheets (eco-friendly) 
4) it's better an old known... we all are used to maps  
Carola van den Broek I would go for brochure with map 
Anne Budinger As I am a planner I go for maps. Maps are great! Much information 
plus directions in one piece of paper! Maybe it would be great to have topic based 
maps or for different travel groups like families e.g. You could start with an overall 
version and extend slowly.  
Bianca Wenzel Brochure and map, perhaps with QR-Code for further information. Or 
an app? 
Esther Hadassa I love maps!!! But the combo of a map with a brochure and some lan-
guage tips would be super! 
Ilaria ErreErre I'm sorry, I'm not very creative with my suggestions, but I'd find it 
useful to have an idea of the price I'm gonna pay for an average meal in a restaurant (or 
cafè). That would help me with planning my sometimes-on-a-budget trips to my belo-
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ved Helsinki! I'm also often travelling alone, so I'd like to know if a single costumer is 
welcomed. Thanks!! 
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Appendix 3. Focus group interview questions 
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Appendix 4: Benchmarking existing similar city food maps and/or brochures  
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